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ABSTRACT 
The objective of this study was to obtain an 
understanding of the attitudes and consumer behaviour of 
non-Chinese towards Chinese canned foods in a foreign 
country -- in this case in London, England. This relevant 
information can then be used by the management of the 
Chinese canned food industry in order to improve their 
export marketing strategy. 
In order to understand the above in a richer context, 
a comparative approach was used. A questionnaire was 
designed to gather data among both Chinese and non-Chinese 
in London, and among Hong Kong Chinese in Hong Kong. 
In Hong Kong, 60 Chinese females aged 18 to 54 living 
in different residential areas were interviewed in order to 
gather information about perceptions and behaviour of 
Chinese consumers and non-consumers towards Chinese canned 
foods in Hong Kong. 
iv 
In London, 60 Chinese females aged 18 to 54 living in 
different residential areas were interviewed in order to 
gather information about perceptions and behaviour of 
Chinese consumers and non-consumers living overseas. 
Similarly, 60 non-Chinese females aged 18 to 54 living 
in different residential areas were interviewed in order to 
gather information about perceptions and behaviour of non-
Chinese consumers and non-consumers in London. 
A comparison was then made. By analyzing the data 
gathered from the questionnaire, it is found that there are 
some basic differences in consumer‘s behaviour between 
Chinese in Hong Kong, and Chinese and non-Chinese in 
London. 
Based on these findings, recommendations have been 
made on four aspects (the classical four "P"s), namely 
product, price, place and promotion. Also, the limitations 
of this research are presented and suggestions for further 
study are offered. At the end, a conclusion is given. 
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PREFACE 
In Hong Kong, many foreigners have a great interest in 
eating authentic Chinese dishes. Many of my foreign friends 
always ask me where to have a delicious and authentic Chinese 
dinner. It is easy to satisfy the needs of my friends, since 
there are hundreds of Chinese restaurants in Hong Kong. However, 
due to the great distance, it is difficult to eat authentic 
Chinese foods in foreign countries. As Chinese canned foods can 
preserve the contents for a long period of time, they may well 
be able to satisfy the needs of foreigners. 
Nevertheless, by checking the export data of Chinese canned 
foods, I find that the export amount is extremely small when 
compared with the population in foreign countries. This strange 
phenomenon motivated me to find out the reasons for the poor 
performance of Chinese canned foods in foreign markets. 
I 
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In fact, if the managements in the Chinese canned food 
industry can find out the major reasons for the poor performance, 
they can increase the competitive ability of Chinese canned 
foods. By this means, a large foreign market can be opened. 
Hence, it is the purpose of this research paper to find out 
these reasons. However, this research is by no means a 
comprehensive study and further study is needed. Based on the 
findings of this research, I hope that a detailed marketing 
strategy can be designed to open a huge foreign market for 




Consumer behaviour has come into its own as a distinct area 
for scholarly investigation, and not as an incidental aspect 
mentioned in basic marketing courses as it was at one time. It 
is now widely recognized that the study of the consumer is a 
useful testing ground for theories and methods of various types. 
Since the consumption of canned foods plays an important 
role in daily food purchasing today and is an adjunct to the use 
of fresh foods, a study of the consumer behaviour towards canned 
foods seems indeed merited. 
Food serves the primary need of human beings. It also 
satisfies personal desires for taste and enjoyment. Many 
foreigners have a great curiosity towards Chinese food and think 
it is delicious. However, due to the long distance, it is 
difficult for foreigners overseas to eat authentic Chinese meals. 
However, Chinese canned foods can provide such an opportunity to 
foreigners. ‘ 
2 
Nevertheless, nowadays the exports and re-exports of Chinese 
canned foods from Hong Kong to foreign countries are extremely 
small compared with the world population. Appendix 1 gives 
detailed figures of the exports and re-exports of Chinese canned 
foods from Hong Kong to foreign countries in recent years. The 
exports and re-exports vary a lot in each year and the volumes 
are extremely very small compared with the world population. 
Hence, the analysis of the consumer behaviour of foreigners 
towards Chinese canned foods can provide useful guidelines for 
manufacturers and exporters in this industry for marketing 
development, as well as solutions to other problems which may 
arise in regard to marketing in foreign countries. 
Purpose of This Study 
The main purpose of this study is to obtain primary data on 
consumer attitudes and behaviour in both Hong Kong (Chinese) and 
London (Chinese and Non-Chinese) towards Chinese canned foods, 
so as to get a deeper understanding into the marketing of Chinese 
canned foods in foreign countries. More specifically, our purpose 
is to: 
3 
1. Analyze the critical elements which affect the consumption 
of Chinese canned foods in a foreign country by doing 
research in London and comparatively in Hong Kong. 
2. Study the consumer perception of Chinese female consumers 
and non-consumers aged 18 to 55 in London towards Chinese 
canned foods by comparing their perception with those in 
Hong Kong. 
3. Study the consumer perception of foreign female consumers 
and non-consumers aged 18 to 55 in London towards Chinese 
canned foods. 
4. Analyze the buying patterns of Chinese canned food 
consumers in London to help in designing more effective 
marketing strategy in foreign countries. 
The writer wishes to point out that this research by no 
means represents a complete analysis of the consumer behaviour 
of foreign Chinese canned foods consumers, and further study is 





Food of China 
Kinds of Chinese Foods 
The classical way to separate regions is in terms of cities, 
which gives us Peking cooking, Xian cooking, Cantonese cooking, 
and so forth. However, Anderson in his book "The Food of China" 
suggested that Chinese foods can be divided into five styles or 
style areas: 
1. Eastern (or Lower Yangtze), focused today on Shanghai but 
earlier on Hangzhou, Suzhou, and Nanching; 
2. Southern, focused on Canton; 
3. Western, focused on Chengdu, and Chungking (in Szechuan) 
and Changsha (in Hunan); 
4. Northern, focused on Peking; and 
5. Hunan (or Central)• focused today on Chengchou. 
5 
Chinese Food Concepts 
According to the studies of Anderson^, there are several 
distinct food concepts among Chinese when compared with 
foreigners. 
Division of all kinds of foods 
into Hot ("Heatv")*, Cold, Dry and Wet 
The most basic division of the cosmos, in traditional 
Chinese thought, is between yin and yang. Originally, yang meant 
the sunny side of a hill -- the southwest face -- and yin meant 
the shady side. (Yin and yang have also now come to mean, 
respectively, female, dark, moon, passive, etc., and male, 
bright, sun, active, etc.) In fact, this concept was originally 
from the Yin Yang (To) Theory in the Warring States period in 
China. Later, the Chinese extended this concept to food 
division. They divide all foods into two types: "Heaty" and 
Cold. For example, fried chicken, oysters and almonds are 
considered to be "heaty" foods, and will make the body "heaty" 
while mango, green bean and some kinds of herb are considered to 
be cold and will make the body cold. 
1 Andersen, E.N. The Food of China, Yale University Press, 
1988, pp. 149 - 160. 
* "Heaty" is the standard English translation of the 
uniquely Chinese concept of not "hot" (say "hot tea") foods, but 




In addition to "heaty" and cold, Chinese divide foods into 
dry and wet. According to the studies of Anderson, Chinese 
believe that diseases like weeping rashes and bloating are due 
to excess of wetness. For example, shellfish is considered to 
be a wet food. Some foods are thought to produce a dry, scratchy 
feeling in the throat. Coffee and dry-roasted peanuts are typical 
examples. 
Chinese believe that the human body is affected by heat, 
cold, wet, and dry. These four things must remain in balance if 
the body is to remain healthy. Most illness is caused by 
imbalance. 
Traditional Medical Values of Chinese Foods 
Chinese believe that some food can provide Ch ‘ i which means 
energy and is beneficial for the human body. Some kinds of 
Chinese soups and Chinese dishes like Ginseng Soup, Tang Kuei 





By Eating a Particular Organ of an Animal, 
it is Good for that Organ within the Human Body 
Chinese believe that by eating a particular organ of an 
animal, it is good for that organ within the human body. For 
example, when Chinese eat the brain of the monkey, they think 
that this will be beneficial to their intelligent development. 
Other organs, such as the penis, not ordinarily eaten either in 
other cultures, are not uncommonly found on Chinese menus. 
Characteristics of Chinese Foods 
Besides, Chinese foods have several special characteristics. 
Ts‘ai (Vegetarian Foods) 
According to Anderson^, the category ts'ai takes a certain 
precedence because it includes the vegetables that make up the 
bulk of the Chinese diet apart from starch staples. At the top 
of the list stand cabbages, which, with grains and soybeans, are 
the most characteristic Chinese foods and the most universally 
and abundantly used. Anderson says that Ts ‘ ai is rich in 
vitamins, minerals, and low in calories. In addition, they make 
an enormous nutritional contribution for very little extra energy 
intake. They are considerably more nutritious than Western 
cabbages. 
2 Ibid 1, p:126 
«-
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Plenty of Cooking Techniques 
The refinements of Chinese cooking come with the variations 
and combinations of these basic techniques. In his Encyclopedia 
of Chinese Cooking (1979), Kenneth Lo lists no fewer than forty 
food preparation techniques, including salting, drying, and 
smoking. Nor is his list exhaustive - one can, for example, 
prepare dishes by using any combination of techniques. 
Various Kinds of Flavouring Mix 
The most distinctive thing about Chinese cooking, which 
makes it different from foreign foods, is its flavouring mix. 
Chinese food is typically flavoured with a rather complex and 
subtle variety of things, which may include onions, garlic, brown 
pepper, various fungi, sesame oil, rice vinegar, chili peppers, 
sugar, malt syrup, five-spice and so on. 
In fact, by eating those Chinese canned foods manufactured 
by Chinese, one can easily discover the above characteristics of 
Chinese foods and also the distinct food concepts of the Chinese. 
» 
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Food Trends in Foreign Countries 
There are several important changes in food consumption in 
foreign countries in recent years. Wheelock, in his article 
"Coping with Change in the Food Business" stated that price has 
gradually been replaced by convenience as the dominant influence 
in food choices in recent years]. 
There are several major trends in food consumption in 
foreign countries as pinpointed by Wheelock. They are 
1. Concern about health; 
2. Increase in vegetarianism; and 
3. Concern about additives. 
The above trends coincide with the research findings of 
London-based Market Direction^. According to their findings, 
international tastes in foods are changing. People are now 
f concerned about whether the food they eat has high nutrition 
value and whether it is healthy. The emphasis on healthy and 
natural has led to the rise of vegetarianism. 
3 Wheelock, J. Verner, "Coping with Change in the Food 
Business", Food Marketing (UK)• Vol:2, Iss:3, 1986, p: 28 
“ "Food Researchers Find International Tastes Changing", 




Consumer Behaviour of Chinese 
towards Canned Foods in Hong Kong 
There are very few research studies about consumer behaviour 
towards canned foods in Hong Kong. However, research was done 
by Wong Shiu Kwong concerning the consumer behaviour of Chinese 
towards canned foods in Hong Kong in 1974^. Wong found that the 
respondents, place of origin, income and occupation have a great 
impact upon the buying behaviour of Chinese. Although the 
research was done almost 20 years ago, this report can still give 
some insights about the perceptions and Chinese consumer. 
In his report, he pinpointed that convenience is the main 
reason why they consume canned foods, and in fact Chinese have 




It was suggested by Wong that companies in the canned food 
industry should use advertising, promotion, food exhibitions, 
cooking demonstrations and so on to increase the sales volume on 
the one hand and improve the image of canned foods on the other. 
However, it should be noted that Wong considered all canned 
foods in general ——which included all canned foods manufactured 
in different countries -- and hence was not a specific study on 
Chinese canned foods. 
5 Wong Shiu Kwong, A Study of Chinese Consumer Behaviour on 
Canned Foods within Selected Areas in Hong Kona^ MBA, The Chinese 
University of Hong Kong, 1974. 
I . • 
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Canned Food Consumption in the United Kingdom 
In the United Kingdom, people are now more concerned about 
health and the nutritional values of their diet in recent 
decades. This in fact follows the food trend in other parts of 
the world. 
On the whole, canned food consumption has faced a gradual 
decline in recent years. According to the "Key Note Report --
Canned Foods" of the Key Note Publications Ltd. in 1990)6 
,those canned foods that have shown growth are those that have 
been able to adapt to the growing consumer demands for healthier 
eating, convenience and greater variety. 
Most of the canned foods in the United Kingdom are sold 
through supermarkets, owing to their lower prices and the 
advantage of one-stop shopping. This means that the distribution 
outlet is a critical factor affecting the success of a particular 
brand. , 
6 Key Note Report — Canned Foods• Key Note Publications 
Ltd., 1990, p:l 
« 
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Responses of Canned Foods Company 
towards the Changing Food Trends 
Healthy Canned Products 
Ellis-Simons claimed that 20% of Americans are restricted 
dieters and an additional 30% are health-conscious^. When 
facing changing food trends, the canned food companies have their 
own marketing strategies for satisfying the needs of the 
customers. In the fast-growing health food market, ConAgra Inc. 
has produced Healthy Choice, a low-calorie, low-sodium, low-
cholesterol frozen and canned food line. Within months of its 
January 1989 introduction, it took a 25% share in the $700-
million frozen-dinner and canned meal market. Success has been 
so great that competitors have joined the health trend, and 
"diet-food" dinners are being quickly repositioned as 
"nutritional". 
7 Ellis-Simons, Pamela, “ The Marketing Successes of 1989 -
Prepared Foods: One from the Heart", Marketing and Media 




To follow the food trend, specialty canned food business are 
developing. As suggested by Wheelock, the scope for new mass 
markets is very limited and specialty markets will be the source 
Q 
of most future opportunities for canned foods • 
Other Methods 
Other methods are also used by the canned food industry. 
Levine, in the article "Consumer Expenditures Study: Canned 
Goods", said that the canned food industry is using a three-
pronged approach to fight off the negative image of canned goods. 
This approach relies on an overall effort to promote the virtues 
of canned foods, a new breakthrough in canning science, and an 
ecology-conscious recycling program. 
, -
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THE CANNED POOD INDUSTRY 
The canned food industry is an important processing business 
for agricultural and fishery products, as well as a great many 
others. The process is as follows: 
1. Obtaining the basic product; 
2. Processing; and 
3 • Marketing, the processed goods 
Types of Chinese Canned Foods 
Although there are several hundred kinds of canned foods 
dominating the market, for the purpose of our analysis, Chinese 
canned foods will be divided into the following five main 
categories: 
1. Chinese canned soup: including Chinese borscht, clear 
chicken broth, watercress and duck gizzard soup, pork, fig 




2. Chinese canned meat: including spiced pork cubes, chopped 
I 
pork and ham, sliced pork, stewed pork chops, corned beef, 
curry beef and so on; 
3 . Chinese canned fish: including fried dace, Canton Fung Mei 
Fish, spiced fish meat, fish bits, fried dace balls, spicy 
fish, fried oysters and so on; 
4 . Chinese canned vegetables: including salted leaf mustard 
cabbage, snow cabbage and bamboo shoots, winter bamboo, 
concombre amer, lotus root, whole mushrooms and so on; and 
5. Chinese canned fruit: including lychees, plums, sheep 
peaches, sand pears, pineapples and so on. 
Chinese Canned Food Companies in Hong Kong 
Since Hong Kong is a free port with little or no tariff on 
imported goods, it encourages the import and re-export of a wide 
variety of goods. In the production of Chinese canned foods, the 
territory also has its own canned foods, which constitute a small 
portion of the local market. Appendix 2 indicates the value of 
exports and re-exports of Chinese canned foods from Hong Kong to 
other foreign countries in recent years. 
i t 中 文 大 學 • 翥 作 致 T ] 
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As for the canned food companies in Hong Kong, twelve are 
listed below: 
1. Amoy Canning Corp. (HK) Ltd. 
2. Chan Moon Kee Wet Beancurd Factory 
3. Four Seasons Canning Factory Ltd. 
4. Go On Canning Food Factory Ltd. 
5. H.K. Seasoning Food Factory Ltd. 
6. Itacho Canning Corp. Ltd. 
7. Kwan King Kee 
8. Kwong Ki Hong Canning Co. 
9. Kwong Sang Loong (Yung Kee) Factory Ltd. 
！ 10. Ling Tung Canning Co. 
11. punchun Sauce and Preserved Fruit Factory Ltd. 
I 12. Tai Wa Canned Foods Co. 
Manor Brands of Chinese Canned Foods 
Manufactured in Mainland China 
In the People's Republic of China, there are several famous 
brands• They are: 
1 _ ‘ ！ -i 
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1. Yangtze Bridge 
2. Ma Ling 
3. Hing Mui 
4. Great Wall 
5. Pigeon 
6. Pearl River Bridge 
7. Mount Elephant 
8. Longevity 
9. Ten Ho 
j • 
Moreover, both Singapore and Taiwan produce Chinese canned 







MARKET SITUATION OF CANNED POODS IN THE UNITED KINGDOM 
General Situation 
Over the years there have been significant changes in the 
types of canned foods consumed in the UK. Table 4-1 in the 
following page gives an indication of these changes. 
Generally the products which have thrived are those which 
have been able to adapt to the growing consumer demands for 
healthier eating, convenience and greater variety. Those which 
have no direct fresh, frozen or chilled equivalents and which 
have therefore been able to establish niches in the market have 
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Table 4-1 
Share of the Total Canned Pood Market 
by Product Sector (% by volume), 1965 and 1988* 
1965 1988 
% % 
Meat 10 8 
Pish 5 6 
Vegetables 43 57 
Fruit 2 6 12 
Soups 16 17 
Total 100 100 
* Based on ounces per person per week 
Source : Annual Report of the National Food Survey Committee, 
Ministry of Agriculture, Fisheries & Pood, 1989. 
Canned Meat 
The demand for canned meats has decreased. Products such as 
canned corned beef and luncheon meat have declined in popularity 
owing to the wide variety of chilled meats now available and 





Canned fish has increased its share of the total market 
mainly owing to the large increase in sales of tuna fish. Other 
formerly strong selling varieties such as pilchards and sardines 
are now less popular. 
Canned Vegetables 
The more common types of canned vegetables such as peas, 
carrots and potatoes have also lost out to their frozen 
equivalents but sales within the canned vegetables sector have 
been boosted by the expansion in the market for vegetables which 
can be used as ingredients in other dishes. 
Canned Fruit 
An increase in the consumption of fresh fruit, owing to the 
much wider range of exotic varieties now available in 
greengrocers and supermarkets, has resulted in a substantial fail 
in sales of canned fruit. Its share of total canned food sales 




The consumption of canned soup is very stable. In the mid-
1960s, it was 16% of the total sales volume. In 1988, it is 17%. 
This reflects that, overall, the behaviour of consumers towards 
canned soup almost has not changed during this period. 
Consumer Profile 
The British are slightly above-average consumers of canned 
foods in European terms. On a per-capita basis the Italians, 
Irish, Greek, West Germans, French and Belgians all eat more than 
the British do while the Danes, Dutch, Portuguese and Spanish eat 
less. 
The most recently published National Food Survey figures for 
1988 indicate that average per capita consumption of canned foods 
was 16.67 ounces per person per week� For details, please refer 
to the Table 4-2. 
9 Key Note Report -- Canned Foods, Key Note Publications 
Ltd., 1990, p:6 
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Table 4-2 
Consumption of Canned Foods (ounces), 1988 
Vegetables (including potatoes and beans) 9.52 
Fruit 2.13 
Soups 2.78 
Meat and meat products 1.34 
Fish 0.90 
16.67 
note - ounces per person per week 
Source : Annual Report of the National Food Survey Committee, 
Ministry of Agriculture, Fisheries & Food, 1989. 
While this figure can be regarded as an average, there is 
obviously a wide variation in consumption between households. The 
latest Target Group Index data from BMRB reveals that whereas 
some types of canned foods such as fruit, soup and fish are 
bought by a majority of households, others such as canned steak, 
beef mince and stew are only bought by a minority of the 
population. Table 4-3 gives a detailed breakdown of the use of 




Use of Canned Poods by UK Households (%)/ 1989 
Users of Heavy Medium Light 
Product Users Users Users 
Fruit 89.2% I 12.4% 21.2% 55.5% 
Soup 82.9% I 14.8% 20.2% 48.0% 
Pish 77.8% I 4.0% 17.3% 56.5% 
Vegetables 70.0% || 15.6% 20.3% 34.1% 
M e a t 6 3 . 5 % II 9 . 9 % 1 6 . 7 % 3 6 . 9 % 
Breakdown (summation = 100%) 
Heavy Medium Light 
Users Users Users 
Fruit 14% 24% 62% 
Soup 18% 24% 58% 
Pish 5% 22% 73% 
Vegetables 22% 29% 49% 
Meat 16% 26% 58% 
Source : Target Group Index^ BMRB, 1989 
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Although most types of canned foods are bought by a large 
proportion of households, most tend to be light users. 
Canned vegetables have the highest percentage of heavy users 
among total users (22%), followed by soup, meat, and fruit. Fish 
is a distant last, at 5%. Vegetables‘ showing is largely due to 
the versatility and wide appeal of canned tomatoes. 
Table 4-4 and 4-5 give details of canned food use with 
respect to age and social class. Table 4-4 indicates the 
percentage of housewives in each age group who buy the different 




Use of Canned Foods 
According to Age of Housewife (%)• 1989 
Age Fruit Soup Fish Vegetables Meat 
15-24 72.0 88.9 61.1 81.2 51.8 
25-34 85.6 88.0 77.4 75.9 58.4 
35-44 90.8 86.6 82.3 74.6 64.5 
45-54 92.1 84.4 84.3 71.6 65.8 
55-64 93.4 78.3 82.0 66.6 68.9 
65+ 59.2 76.2 92.6 59.2 66.1 
Source: Target Group Index, BMRB, 1989 
Table 4-5 below indicates the percentage of housewives in 
each social group who buy the various categories of canned foods. 
The lower income groups are the heaviest purchasers of canned 
vegetables and meat； fruit and soup are flat; and canned fish 
(particularly the relatively expensive canned salmon) is seen 





Use of Canned Foods 
According to Social Class of Housewife (%)/ 1989 
Socio-Economic 
Group Vegetables Fruit Fish 
Upper Income 58.6 89.7 86.0 
Middle Income 65.3 88.6 80.6 
Low Income 78.8 88.0 12.5 
Meat Soup 
Upper Income 53.5 84.0 
Middle Income 59.9 83.0 
Low Income 70.5 83.7 
Source: Target Group Index^ BMRB, 1989 
Industry Supply 
According to the Key Note Report - 一 Canned Foods of 1990, 
there are around 180 suppliers of canned foods to the UK market. 





1. H J Heinz Co. Ltd. 
Heinz Is American parent company is the world's ninth largest 
food manufacturing company with a current annual turnover of 
around 3.1 bn pounds (about US$1.8 Heinz is the leading 
brand in several canned food sectors including baked beans, 
soups, pasta and sponge puddings. 
2. Campbells UK Ltd 
Campbells UK Ltd is another American-owned company. 
Campbells UK Ltd has been diversifying into the chilled and 
frozen food sectors but is still prominent in the canned foods 
market, notably with its soups, meatballs, spaghetti sauces and 
stews. It claims to be the second largest canned food brand and 
has a 90% share of all canned meatballs sales and a 24% share of 
canned stew sales^^. 
Ibid 9, pp:ll 
” Ibid 9, pp:ll 
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3. The Nestle Co. Ltd. 
The Nestle Co. Ltd is the world's largest food company and 
is involved in the UK canned foods market through its range of 
canned milks and creams. 
. 4 . Crosse and Blackwell Ltd 
Crosse and Blackwell Ltd is owned by Nestle of Switzerland. 
The Crosse and Blackwell brand holds the second largest share of 
the baked bean market and the third largest share of canned 
soups• 
5, Gerber Foods International 
Gerber Foods International, owned by the Luxembourg-based 
company Quadriga Holdings SA is active in the canned fish, fruit 




Princes is now owned by the Japanese Mitsubishi company. It 
was formerly part of the Italian-owned Princes-Buitoni and was 
acquired by Nestle in 1988. The Princes brand embraces several 
types of canned foods including cold meats, fruit and vegetables 
but it is best known for canned fish and is the main competitor 
to John West. 
I 
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7. Plumrose Ltd 
The Danish company Plumrose Ltd has leading share of the 
canned meat market. 
8. HP Foods Ltd 
In 1988, HP Foods Ltd was purchased by BSN, the Paris-based 
major European food conglomerate. HP Canning is HP Foods canning 
division. The company is a leading producer for baked beans with 
around 85% of its production allocated to both the HP brand and 
own-label baked beans^^. 
UK-Owned Manufacturers 
1. Unilever 
Unilever owns three of the leading canned food companies. 
a. John West is the leading canned fish brand and also 
produces canned poultry ready meals, canned fruit and 
canned vegetables. 
b. Batchelors is a leading supplier of canned soups and 
vegetables. 
Ibid 6, pp. 11 • ‘ • 
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c. Brooke Bond Oxo Ltd owns the Fray Bentos brand of canned 
corned beef and hot meat and meat products. 
2. Del-Monte 
Del Monte leads the canned fruit market with a 15% brand 
share and is also a large supplier of canned fruit juices. 
3. Hillsdown Holdings 
Hillsdown Holdings, one of the fastest growing British food 
companies over recent years, owns Morton and Samedley brands, 
which mainly produce canned fruit and vegetables. 
4. Fitch Love11 
Fitch Love11 is involved in canned foods through its 
subsidiary Newforge Parrish and Fenn Ltd, which supplies both 
branded and own-label products including canned fish, meats, 
fruit, vegetables, soups and pasta. The company produces the 
well-known Spam brand of chopped pork and ham. 
5. Ranks Hovis McDougall 






Other UK companies involved in the production and 
distribution of canned foods include: 
1. The Scottish firm Baxters with its wide range of upmarket 
soups； 
2. Master Foods, the producers of Yune Brand canned meats; 
3. Chivers Hartley, Pickerings, Libbys, Whitworths, Anglis 
Canners, Dole (UK) Ltd and Unimerchants -- all of which 
specialize in canned fruit and vegetables; 
4. Glenrych, Shippams, Berisfords and Osprey which produce 
canned fish; 
5. Petty Wood & Co, with its supplies the Epicure brand of 
specially foods; and 
6. Haigh Castle, a prominent supplier of private-label canned 
meat, fish, fruit and vegetables. 
While market shares are difficult to estimate, Appendix 3 
gives an estimate of approximate brand shares within the various 




As is the case in other food and grocery sectors, the 
multiple supermarket groups have been rapidly increasing their 
share of canned food sales over the past decade owing to their 
price advantage and to the convenience of one-stop shopping. As 
shown in Table 4-6 below, supermarket groups now control around 
76% of the canned food market in value terms. The co-ops account 
for roughly one-tenth of sales and convenience stores and symbol 
grocers for another 9%. 
Table 4-6 
Retail Distribution of Canned Foods (% by value), 1989 
Multiple grocers 7 6 









Private brands command a significant proportion of sales 
through multiple grocers particularly S a i n s b u r y T e s c o , Asda, 
Witrose and the Co-ops, whereas the well-known branded products 
dominate sales through other outlets. 
Market Size and Trends 
Table 4一7 shows the UK expenditure on canned food. 
Expenditure on canned foods as a proportion of total expenditure 
on food has declined slightly in recent years. It currently 
represents 5.4% in comparison with 5.7% five years ago. 
Table 4-7 
Estimated UK Expenditure on Canned Food 
in Relation to Total UK Expenditure on Food (millions 
of pounds at retail selling price), 1984, 87, 88 & 89 
1984 1987 1988 1989 
Total expenditure 25,670 丨丨 29,837 31,408 33,386 
Expenditure on | 
canned foods 1,460 || 1,625 1,718 1,794 
Canned as a % of | 
total expenditure 5.7 “ 5.4 5.5 5.4 
Source: Annual Report of the National Food Survey Committee• 





The retail market for canned foods was worth approximately 
1.794 m in 1989, which represents an increase of 4.4% over 1988. 
Table 4-8 below shows the value of sales since 1984. Year-on-year 
increases have been small so that the market has shown a decline 
in real terms. 
Table 4-8 
Retail Sales of Canned Food (millions of 
pounds at retail selling prices), 1984, 87, 88 & 89 
1984 1987 1988 1989 
Sales 1,460 n 1,625 1,718 1,794 
% increase | 
year-on-year 2.7 丨丨 1.9 5.7 4.4 





Market Situation of Chinese Canned Foods in London 
Place 
Chinese canned foods are mainly sold in the Chinese 
supermarkets and groceries in Chinatown area near Picadilly 
Circus in the centre of London. All these supermarkets and 
groceries are owned and operated by the Chinese. The following 
are the major Chinese supermarkets and groceries that sell 
Chinese canned foods. 
1. Loon Fung Supermarket 
2• Welcome Supermarket 
3. Golden Gate Supermarket 
4. London Supermarket 
5. Sunki Supermarket 
6. See Woo Chinese Supermarket 
7. Hop King Hong 
In addition to these Chinese supermarkets and groceries, 
some large supermarkets and groceries in London like Tesco and 





All these places are located in the centre of London. 
Besides the above distribution channels, it is very difficult to 
buy Chinese canned foods in the outskirts of London. That means 
a consumer living outside the centre has to travel to the centre 
of London in order to buy Chinese canned foods. This in fact 
will affect the sales volume and popularity of Chinese canned 
foods. 
Product 
Varieties of Chinese canned foods manufactured in Hong Kong, 
China, Taiwan and Singapore can be found in London. However, 
these can only be found in Chinese supermarkets. 
The product quality is the same as those in Hong Kong, 
China, Taiwan and Singapore as all these Chinese canned foods are 
directly imported from these countries. 
Pricing 
When compared with other canned foods manufactured in other 
foreign countries, Chinese canned food is not expensive. Most 
of the canned foods are below 1 pound per can (about US$0.50). 
Hence, Chinese canned foods have a very strong competitive 
advantage in terms of pricing. Appendix 4 provides a brief idea 
about the pricing of Chinese canned foods in London. 




There is no real promotion of Chinese canned foods in 
London, although occasionally some posters can be seen within the 
Chinese supermarkets and groceries. 
Hence, most of the consumers for Chinese canned foods are 
Chinese. Some foreigners are also consumers simply because they 
have tasted Chinese dishes in China, Hong Kong or elsewhere and 
like it very much. Hence, they want to buy some Chinese canned 
foods in order to try more kinds of Chinese foods in an 
affordable way. 
Thus, we believe that promotion is in fact inadequate and 
the lack of advertising affects the sales volume of Chinese 





Sources of Primary Data 
In addition to the secondary sources cited heretofore, 
surveys among females were also conducted by the author in London 
and Hong Kong. 
Districts being Surveyed 
Selected districts in London 
1. High income district 一 Oxford Circus 
2. Middle income district 一 Baker Street 
3. Low income district - Church Street 
Selected districts in Hong Kong 
1. High income district - Kowloon Tong 
2. Middle income district - Tai Koo Shing 






Altogether there were 180 interviews. 
Quotas 
By Race 
(Appendix 5 - Chart 1) 
1. Non-Chinese Females in London - 60 
2. Chinese Females in London - 60 
3. Chinese Females in Hong Kong - 60 
By Age 
(Appendix 5 - Chart 2) 
1. 18 to 34 years old - 90 
2. 35 to 55 years old 一 90 
By district 
(Appendix 5 - Chart 3) 
1. Selected districts in London 
a. Oxford Circus - 40 
b. Baker Street - 40 
/ 
c. Church Street - 40 
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2. Selected districts in Hong Kong 
a. Kowloon Tong 一 20 
b. Tai Koo Shing - 20 
c. Sau Mau Ping Estate - 20 
Design of Questionnaire 
There were two sets of questionnaires -- one in Chinese and 
one in English. The contents of both questionnaires are 
identical. 
The Chinese version is for Chinese respondents in Hong Kong 
and London, while the English version is for non-Chinese in 
London. Pre-testing was done before the questionnaire was 
finalized. (See Appendices 6 and 7) 
criteria for Identifying Target 
1. Sex - Female only 
2. Age - those over 18 and below 55 years old 
3. Race 
a. Chinese Females in Hong Kong 
b. Chinese Females in London 




Method of Survey 
It was quota sampling using personal interviews. 
Interviewing Procedures 
1. The interviewer stood inside a large shopping arcade or in 
the street within the selected districts. 
2. When a female walked across, the interviewer identified her 
race by observation. 
3. The interviewer invited her for the interview and first 
asked about her age. 
4. If the target was suitable and within the sample quota, the 
interview continued; otherwise the interview was 
terminated. 
5. The above process continued until the sample size was met. 
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Data Analysis 
Comparisons were made between non-Chinese females in London, 
Chinese females in London, and Chinese females in Hong Kong 
regarding their attitudes and behaviour towards Chinese canned 
foods• 
The author sought to find out the following things: 
1. The Key Factors Influencing the Female Consumption of 
Chinese Canned Foods in London. These include: 
a. Social factors : group influence, social interaction and so 
on ； 
b. Personal factors : income, education, occupation and so on; 
and 
c. Product quality, distribution channels, price and 
promotion. 
2. The Chinese and Non-Chinese Female Consumers Perception 
towards Chinese Canned Foods in terms of quality, price, 
distribution and promotion. From this, the author sought to 
find out: 
a. Foreign Chinese and Non-Chinese Female Consumers‘ Reasons 
for Buying; and 




3. Foreign Chinese and Non-Chinese Consumers‘ Buying Patterns 
on Chinese Canned Foods such as: 
a. Where do they buy; 
b. How do they buy; 
c. Who buys ; 
d. What they buy; 
e. Why they buy; and 
f. Who likes it 
After analyzing the above information, recommendations are 
given concerning the promotion of Chinese canned foods overseas, 
always keeping in mind as noted, our key delimitation that we 
interviewed overseas only in urban areas of London, England. 





After analyzing the results of the questionnaire, certain 
findings emerged. 
Key Factors Influencing the 
Consumption of Chinese Canned Foods 
Social Factors 
1. Group Influence and Social Interaction 
While Chinese in Hong Kong and Chinese in London pretty much 
make the decision on their own, the buying decision of foreigners 
in purchasing Chinese canned foods is strongly influenced by 
others. Salespersons within the supermarkets, owners of the 
groceries, friends, relatives and neighbours to some extent 
influence their decision on which brand of Chinese canned foods 
to buy. This may due to the fact that there is insufficient 





1. Education Level 
In Hong Kong, and London Chinese canned foods are consumed 
mainly by (Chinese) consumers with a low educational level. 
However, Chinese canned foods are mainly consumed by the highly 
educated foreigners in London. 
2. Income Level 
Unlike Chinese in Hong Kong and Chinese in London, Chinese 
canned foods are consumed mainly by foreigners in London with 
high income level. 
3. Occupation 
Unlike Chinese in Hong Kong and Chinese in London, Chinese 
canned foods are consumed mainly by businessmen and professionals 







In London, Chinese canned foods have a bad reputation which 
stand for bad quality. Most of the non-consumers simply do not 
consume it because they think that the quality is bad and the 
nutritional value is very low. 
b. Package 
Chinese foods in cans are the most common in London. The 
other kinds of packages are not very common among the non-Chinese 
in London. 
2. Distribution Channels 
Most of the foreigners said that availability is a reason 
for not consuming Chinese canned foods. In fact, availability 
is a major hindrance which affects the sales volume of Chinese 
canned foods. Chinese canned foods cannot be found in most of 
the supermarkets and groceries outside the centre of London. 
Although they may have the intention of buying Chinese canned 






Price is not a major reason for not buying Chinese canned 
foods among the foreigners. Actually, Chinese canned food is 
inexpensive when compared with the retail price of the canned 
foods of others famous brands manufactured in foreign countries. 
This to some extent increases the competitive power of Chinese 
canned foods. However, the Chinese canned foods are so cheap 
that they have acquired a bad connotation, which means bad 
quality. 
4• Promotion 
Very few non-Chinese buy Chinese canned foods due to the 
promotion of a particular brand. This reflects that promotion 
and advertising is inadequate for Chinese canned foods. In fact, 
there is almost no advertising for Chinese canned foods except 
some outdated posters within a few large Chinese supermarkets in 
Chinatown. This is a major disadvantage for the promotion of 
Chinese canned foods in London. 
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Chinese and Non-Chinese 
Female Consumers‘ Perception towards Chinese Canned Foods 
Foreign Chinese and Non-Chinese 
Female Consumers' Reasons for Buying 
Chinese in Hong Kong buy Chinese canned food because it can 
provide an easy way to prepare a meal. However, for foreigners, 
the major reason for purchasing Chinese canned foods is to get 
an authentic taste of Chinese foods. 
Foreign Non-consumers• Reasons for Not Buying 
The following are the major reasons why foreigners do not 
buy Chinese canned foods. 
1. Low Nutritional Value 
In the eyes of foreigners, Chinese canned foods stand for 
bad quality. This may due to the poor packaging of Chinese 
canned foods. The retail price of Chinese canned foods is very 
low. Therefore, foreigners may think that the price is low 
because its quality is bad (or vice versa)• Chinese canned food 





Nevertheless, there may be a way to improve the image and 
increase the sales volume. According to the responses of the 
interviewees, most of the foreign non-consumers said that they 
would buy Chinese canned foods if the perceived defects could be 
improved. 
2. Availability Problem 
The availability problem is a reason why non-Chinese do not 
buy Chinese canned foods. Many foreigners cannot find Chinese 
canned foods in the supermarkets and groceries where they usually 
go shopping. On the contrary, Chinese canned foods can be found 
in almost every supermarket and grocery store in Hong Kong. 
Foreign Chinese and Non-Chinese 
Consumers‘ Buying Patterns for Chinese Canned Foods 
Where Do the Consumers Buy 
( 
Most consumers buy it in Chinese supermarkets within the 
Chinatown since few places except these Chinese supermarkets have 




Except in some areas with Chinese residents, it is almost 
impossible to find Chinese canned foods outside the centre of 
London. 
How Do They Buy 
Foreigners tend to buy in small quantities in irregular 
pattern. Moreover, the number of cans bought in a year is much 
fewer than for the Chinese. In addition, the frequency is less 
and the duration be七ween purchase is longer when compared with 
Chinese customers in Hong Kong. 
Who Buys It 
Most of the time, the foreign housewife or both the husband 
and wife will determine what to buy. A joint decision is often 
required before choosing which brand to buy. On the contrary, 
the Chinese housewife can choose which brand and what kinds of 
Chinese canned foods to buy without consulting other members in 
the family. This reflects that they have already formed a habit 
of consuming particular kinds of Chinese canned foods. The 
purchase is only a usual practice which does not involve a long 
decision making process. 
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What to Buy 
Some non-Chinese like to buy traditional Chinese canned soup 
and famous Chinese dishes. Fruits like lychees, and sheep 
peaches which they cannot find in the United Kingdom are popular 
items also. However, most of them will just buy those Chinese 
canned foods they have tasted before. 
Why to Buy 
While Chinese consume Chinese canned foods for convenience, 
the major reasons for consumption of non-Chinese is to get 
authentic taste of Chinese foods. 
Who Likes It 
Among the Chinese in Hong Kong and London, it is the 
children and old people who like Chinese canned foods the most. 
However, among foreigners, it is people between 18 to 54 who like 








Raise Retail Price 
The living standard in the West tends to be high. A major 
concern is quality and taste when choosing which brand to buy and 
probably less so price. Hence, a higher retail price can be set 
in order to avoid the cheap image on the one hand and provide 
more capital for advertising and promotion on the other. 
Moreover, a higher recommended retail price may help 
encourage the supermarkets and groceries to sell Chinese canned 
foods, as they can make higher profits. 
Promotion 
Chinese Canned Food Exhibition 
A Chinese Canned Food Exhibition could be organized to 
increase customer awareness as well as provide more product 




Different kinds of Chinese canned foods should be exhibited 
and a brief introduction about the history, cooking methods and 
nutritional value of each kind of Chinese canned food could be 
given. Also, well decorated cars with beautiful Chinese girls 
can be used. By travelling in different areas within the 
downtown area, this can let foreigners know about the Canned Food 
Exhibition. 
Chinese Canned Food Cooking Demonstrations 
Cooks from China, Hong Kong and elsewhere should be invited 
to introduce and demonstrate the various cooking methods by using 
Chinese canned foods. 
Opinions from Experts 
Besides, some professionals or experts in evaluating the 
taste of foods can be invited to write some articles and 
editorials about the advantages of Chinese canned foods towards 
the health development. Canned vegetarian foods could be 
introduced to the foreign vegetarians. The medical values of 




Girls in Traditional Dress 
Chinese girls in traditional dress can be employed as the 
promoters or salesgirls in order to attract foreign customers. 
Many foreigners are curious about the culture and customs of the 
Chinese. This method can attract their attention. 
A Whole Shelf of Chinese Canned Foods 
Instead of putting Chinese canned foods separately, Chinese 
canned foods should be put in a particular shelf collectively in 
an eye-catching area. 
Product Sampling Package 
A product sampling package with different types of famous 
Chinese canned foods should be used to encourage foreign 
customers to try. As the main purpose is to encourage trial, the 
size of each should be small. Also, an attractive package should 




Besides, advertising should be used to gain popularity. The 
distributer should use different types of media for promotion. 
Television, radio, magazines and newspapers could be used. 
According to the results of this research, the major foreign 
customers for Chinese canned foods are high income, high 
educational level people in their middle ages. A media plan 
which aims at this group should be designed. 
Food Trials 
Food trials can be arranged in supermarkets in order to 
build familiarity. Eye-catching counters should be set up in the 
main entrance of the supermarkets. Besides, the different 
cooking methods and nutritional value of each type of Chinese 
canned food should be explained. 
Promotion by Using Pamphlets 
Pamphlets can be printed to introduce the different cooking 





Pamphlets about the benefits of Chinese canned soup and 
Chinese canned vegetarian food should be printed so as to teach 
foreigners how to cook the Chinese canned foods and what are the 
benefits of these Chinese canned foods to their health. 
Cents-off coupons and Rebates 
Cents-off coupons can be given to foreigners in order to 
encourage trials. Rebates can be given to the customers to 
encourage them to repurchase and also to form the habit of buying 
Chinese canned foods. 
Product 
Sell Package 
Instead of selling one can, the exporter can sell the 
Chinese canned foods as a whole package (along with other Chinese 





Emphasize Medical Values 
Manufacturers should consider introducing several new 
product lines. For example, some traditional canned soups which 
have medical values should be produced. There are many famous 
traditional Chinese soups that are considered to be good for the 
health. For promotion purpose, the "heaty", cold, dry and wet 
ideas as well as other concepts of Chinese cuisine should be 
emphasized to arouse the interests of foreigners. 
Put Emphasis on Canned Vegetarian Foods 
Chinese vegetarian foods are characterised as rich in 
vitamins and minerals while at the same time only have low 
calories. These vegetarian foods are in fact very suitable for 
those foreigners who are on diets, and also for vegetarians. 
Hence, the manufacturers should consider the possibility of 
producing more canned vegetarian foods so as to cater for the 
huge demand of the vegetarians and persons who are on diets in 
foreign countries. 
In fact, there are a lot of vegetarian dishes in China. The 
main forms are Brassica Pekinensis (primarily grown in the north) 




Emphasize Famous Chinese Dishes 
The manufacturers should consider the possibility of 
producing some famous Chinese dishes. These famous dishes should 
be produced and be emphasized in foreign markets. 
Special Kinds of Canned Fruits 
Canned fruits that are not found in foreign countries should 
be emphasized. Fruits like lychee, mei (apricot) • sand pear (sha 
li) and sheep peach are suitable ones. 
Reduce Additives 
To follow the food trend in foreign countries, additives and 
chemicals used in producing canned foods should be minimized. 
Packaging 
1. New Package 
The can package should be improved in order to improve the 
outdated image. Instead, a special design should be used in 
order to allow the consumers to open the can easily without using 
a can opener. Or else, some of the canned foods can change 
package. Instead, glass bottles or even PVC bags can be used. 
These designs not only reduce the weight but also make it easier 
for the customers to buy in large quantities. 
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Transparent plastic is a suitable material that can be used 
in packaging. This can allow consumers to see the contents 
before actually buying. This kind of packaging is especially 
suitable for Chinese canned fruits which have a very attractive 
appearance. In addition, as this material can be recycled, it 
minimizes the environmental impact and follows the “�green' 
revolution" and the environmental consciousness of foreigners. 
Also, other forms of packaging like frozen, PVC bags or 
others should be considered in order to suit the characteristics 
of different kinds of Chinese canned foods. 
2. Small Package 
As foreigners are not familiar with the types of Chinese 
canned foods, small package can be used in order to encourage 
trial. Moreover, many foreigners complained that canned food is 
too heavy according to the data of this research. Hence, a 
reduction in size is suggested in order to reduce the bulkiness 
of Chinese canned foods. 
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3. Improve Printing Quality 
Most of the label paper on the Chinese canned foods are not 
attractive enough. This problem is especially serious in those 
Chinese canned foods manufactured in Mainland China. 
As consumers cannot see the inside of the canned foods when 
choosing which brand to buy, the printing quality of the label 
is a critical factor that will affect their decisions. The poor 
printing quality of the label in fact put Chinese canned foods 
into a very unfavourable position. 
In order to increase its competitiveness, the printing 
quality of the label should be improved so as to attract 
customers and improve the image of the product. Moreover, by 
having attractive an label, this will increase the chance for 
impulse buying. 
In addition, the manufacturers should consider the 
possibility of adding an English ingredient table in the label 





Sell in Major Supermarkets and Groceries 
Until now, Chinese canned foods are only mainly available 
in several Chinese supermarkets and groceries. However, most of 
the major supermarkets do not sell Chinese canned foods. 
In England, the retail market is controlled mainly by six 
supermarket groups -- namely Sainsbury's, Tesco, Asda, Witrose 
and the Co-ops. In fact, supermarket groups now control about 
76% of the canned food market in volume term. If the 
manufacturers want to increase the sales volume, they should 
improve the distribution channels for Chinese canned foods. 
Discounts, prolonged credit period and other methods should 
be used to encourage these supermarkets to sell Chinese canned 
foods in their shelves. 
Chinese Canned Foods Specialty Stores 
> X 
To establish a distinctive image for Chinese canned foods, 
the exporters can consider the possibility of opening some 
Chinese canned foods specialty stores. This method can help 




LIMITATIONS OF THE RESEARCH 
AND SUGGESTIONS FOR FURTHER STUDY 
Limitations of the Research 
Small Sample Limited to London 
Obviously, a larger sample sizes can allow finer breakdown 
by market for foreigners, as well as increased demographic 
analysis. Although this research is about foreigners and Chinese 
canned foods, it was limited to London. Industrial foreign 
markets must be studied separately, and both standardized 
questions and cultural and historical-specific questions devised. 
Only Urban Population 
In both London and Hong Kong, only residents living in the 
city are studied. Suburban and rural people must also be 
interviewed. 
67 
Recommendations based only on Marketing Research 
Recommendations are only based on the results of our 
marketing research. Other aspects have not been taken into 
consideration. For example, the manufacturing process should be 
studied before proposing recommendations. Besides, this research 
has not considered the production cost and profit margins of 
Chinese canned foods. 
No Detailed Marketing Plan 
A rough idea is given in the recommendations. In fact, a 
detailed marketing plan should be proposed in order to realize 






Chinese canned foods represent an area of potential sales 
to foreigners. Our findings suggest that the virtues of such 
foods must be trumpeted: healthfulness, economy and an authentic 
exploration of a great and exotic cuisine. The negatives, such 
as perceived poor quality and unfamiliarity need to be worked at 
diligently. In a world which is constantly becoming more 
globalized, growth in sales of canned foods representing 













































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Estimated Shares for Selected Canned Food Markets, 
(% of retail sales by value), 1989 
Retail Market for; Company/Brand % Market Share 
Canned corned beef Fray Bentos 25 
Princes 20 
Canned ham, luncheon Ye Olde Oak 18 




Hot canned meats Fray Bentos 21 
Master Foods/Tyne 16 
Baked beans Heinz 45 
Crosse and Blackwell 8 
HP 7 
Private label 38 
Canned peas Batchelors 20 




Canned tomatoes Napolina 3 3 
Princes 10 
Private label 4 0 
Canned sweetcorn Pillsbury/Green Giant 44 
Private label 42 
Canned fish John West 29 
Princes 2 6 
Private label 2 0 
Canned fruit Del Monte 15 
Princes 11 
John West 3 
Australian Gold 3 
Private label 37 
Canned soup Heinz 58 
Campbell 10 
Crosse & Blackwell 4 





Retail Price of Chinese Canned Foods in Chinese Supermarkets 
Canned Meat 
1. Stewed Pork - 1.7 pounds 
2. Luncheon Meat - 1 pound 
Canned Fish 
1. Fried Dace 一 70 pence 
2. Canton Fung Mei Fish - 1.3 5 pounds 
3. Spiced Fish Meat - 52 pence 
Canned Vegetables 
1. Concombre Amer - 58 pence 
2. Lotus Root - 48 pence 
3. Whole Mushrooms - 40 pence 
Canned Soup 
, * 
1. Chicken and Sweetcorn Soup - 1.2 pounds 




1. Plums 一 48 pence 
2. Lychees - 68 pence 
Note: 1 pound = - $US 1.70, 1 pound = 100 pence 
Source: Author•s own research 
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mm ^ ^ 
我 是 香 港 中 文 大 學 工 商 管 理 糸 硬 士 g 果 程 的 學 生 ， 
現 正 進 — 個 食 物 在 夕 卜 國 推 廣 的 硏 究 幸 艮 告 ； 而 這 個 
問 卷 只 須 幾 分 鐘 便 能 完 成 。 
訪m言己錄 ： 
訪 問 日 期 ： 
訪 問 時 間 ： 
訪 問 地 點 ： 
訪 問 員 姓 名 ： 
1 • 言青問>{尔屬方$以下那一 ：®年齒令組m ？ 
a . 1 8 以下 C. 3 5 - 5 4 
b. 1 8 - 3 4 cU 5 4 以上 
註 ： 若 此 年 齡 限 額 已 或 答 案 為 1 a 或 l b 
者 ， 訪 問 即 以 止 匕 為 終 結 ， 訪 問 員 應 對 被 
訪 者 被 表 示 ： 此 年 齡 組 別 的 限 額 巳 滿 ， 
多諸;f彳尔&U m t t � 
2 • 首 先 ， 請 問 你 有 否 •  
a • 吸 煙 有 無 
b • 飲 汽 水 有 無 
C . 購 買 隨 頭 食 品 有 無 
假若 2 c 的 問 題 是 「 有 」 ， 請 韓 到 問 題 6。 
« 
79 
3 • ( 作 支 2 c 白 勺 答 案 為 「 否 」 ） 為iS J ^ M 尔 不 
I 購 買 縫 頭 食 品 ？ 
以 下 是 一 条 歹 丨 J其 他 人 給 予 的 理 由 ， 請 向 我 讀 出 
那一項最 &旨代表彳尔不購買的主要原因。 
a• 味 道 差 e • 品 質 差 
b • 唔 新 鮮 f • 買 不 到 
C • 營 養 價 { 直 g • 其 他 ( ^ ^ 出 ) 
d • 過节泛昂貴 
4 . 作5若Jt匕個缺黒占並不存在， 尔估計 尔 有 幾 大 機 會 
購 買 耀 頭 食 品 ？ 
a • — 定 會 購 買 
b • ^ M^-m m m 
c . 可 t旨會不購買 
d . 一 定 不 會 購 買 
e •〒倉巨IS* € 
5. 為 甚 麼 你 這 樣 說 ？ 
(完結） 
6. 這 些 耀 頭 食 品 從 那 些 國 家 入 口 一 即 這 些 耀 頭 
- f e 物 在 S I 3 些 地 方 入 耀 ？ ( S 1 示 圖 片 ） 可 有 多 I 貝 
这塞 -
a • 英 國 f 寺 中 國 大 陸 
b • 其 他 歐 洲 國 家 g • 香 港 
C • 美 國 h • 台 灣 
cK 力a 拿大 i • ^ ^ 
e • 澳洲 J • 其他 （請指示） 
« 
80 ‘ 
7 • > ( 尔 購 買 那 類 型 的 耀 m 食 品 ？ （ 可 作 多 項 選 擇 ) 
a • 肉 類 e • 海 産 類 
b • 魚類 f • 湯 類 -
C • 蔬 菜 類 g • 其 他 （ 請 指 不 ) 
d • 生 果 類 
8 . 這 有 一 些 中 國 耀 I S 品 6勺 圖 片 。 你 曾 否 購 買 
這些或其他中國击翟頭 -食品？ 我戸万指白勺只是芳 
些在中 '國、香？巷、台 m、新力口坡入白勺中國 
耀 頭 食 品 ？ 
a . 有 （請轉到問題 12) 
b • 無 
9. ( 假 若 前 一 題 的 答 案 為 厂 無 」 ） 為 甚 麼 你 
不 購 買 中 國 耀 頭 食 品 ？ 以 下 一 糸 列 其 他 人 給 
予 的 原 因 ， 請 向 我 讀 出 那 一 項 最 倉 旨 { 戈 表 你 不 
購 買 的 主 要 原 因 。 
a * 味道差 e • 品 質 差 . 
b • 唔 新 鮮 f • 買 不 到 
C • 營 養 價 值 低 g • 其 他 （ 請 指 出 ） 
d • 過方$昂貴 
10. 段若此個缺黒占並不存在， 4尔估計 4尔有幾大機 
會 購 買 耀 頭 食 品 ？ 
a . — 定 會 購 買 
b • ^ m ^ m m 
c • 可 能 會 不 購 買 
cK 一 定 不 會 購 買 
e . 不 能 肯 定 . 
11争 為 甚 麼 你 這 樣 說 ？ 
( 韓 到 调 題 29) 
81 
1 2 • 你 購 買 那 類 、 型 的 中 國 _ 頭 食 品 ？ 
( 可 作 多 項 選 擇 ） 
a • 肉類 e • 海 産 類 
b • 魚 類 f • 湯類 
C • 蔬 菜 類 S • 其 他 （請指示) 
d • 生 果 類 
) 
1 3 • 有 彳 艮 多 個 原 因 令 人 購 買 中 國 罐 頭 食 品 。 以 下 是 
—些其他人所；^合予白勺原因。君[5 —习頁最能代表你 
購 買 的 主 要 原 因 ？ 
a •方4更 d •倉g盲言式真正中國 
b • 味 道 佳 食 品 口 味 
C • 比其他’良品4更宜 e • 其 他 （ 請 指 出 ） 
$尚 ^ ^禾黨 
1 4 • 尔 通 常 每 一 次 購 買 多 少 f 達 中 國 耀 頭 食 品 ？ ， 
a . — 耀 d • 四 耀 
b • 二 _ e • 五 _ 以 上 
C • 三 耀 
1 5 . 4 尔 上 一 次 購 買 中 國 击 蟹 頭 食 品 為 彳 可 時 ？ 
a 寺 上 星 其 月 d • 四 至 八 星 期 前 
b . — 至 兩 星 期 前 e • 八 星 期 以 前 
c . 兩 至 四 星 期 前 
16. 你 多 久 才 會 購 買 一 次 中 國 _ 頭 食 品 ？ 
一 星 期 最 少 一 次 C . — 個 月 一 次 
b - 一 {画月兩至三次 d . — { 固 月 至 少 一 次 
1 7争 在 一 年 中 ， 彳 尔 通 常 會 購 買 多 少 耀 中 國 頭 - f c err o nn ( 
a • 少 方 S ： 5 _ d . 2 1 - 33 m 
b^ 5 - 1 0 m e. 3 1 - 4 8 ^ 





f ^ 5 X d . 兒 子 b • 丈 夫 — e • 工 人 
C • 丈 夫 及 賽 子 f •其他（請手旨示 ) 
你 家 中 人 為 牌 子 選 擇 者 ？ 
1 
” 5 玄 d • 兒 子 
b • 丈 夫 e • 工 人 
C • 丈 夫 及 妻 子 f • 其 他 （ 請 指 示 ） 
2 0 . i 尔 自 己 有 否 參 與 決 定 購 買 g p —隻片卑子白勺中國_ 
頭 食 品 ？ 
a • 有 
b • 無 （ 請 韓 到 問 題 2 2 ) 
21 • 假 若 前 一 題 的 答 案 為 厂 有 」 , 甚 麼 影 響 你 決 
定 購 買 那 一 隻 牌 子 ？ ^ ^^ 
22 • 你 通 常 在 另 [ 5 裡 購 買 中 國 _ 頭 食 品 ？ 
a • 雜 貨 店 C • 百 貨 公 司 
b . 超 級 市 場 d . 其 • 孟 指 示 ） 
2 3 • 請 問 你 家 中 有 多 少 人 ？ 
I 
83 
2 4 . 言青 >(尔 字旨出家中各人白勺’性另U及年齒令？ 
a • 男. 女 
b 命 男 女 
C • 男 女 
cU 男 女 
e, 男 女 
2 5 . 這 些 家 庭 成 員 中 ， 那 人 最 喜 歡 中 國 耀 頭 食 物 ？ 
2 6 . 現 在 g 青 嘗 試 包 括 所 有 中 國 包 裝 之 食 品 ， 除 了 耀 
装 夕 卜 ， 你 曾 否 購 買 其 他 包 装 形 式 的 中 國 食 品 ？ 
a • 有 
b • 否（請車專到問題 2 9 ) 
J ) 
i 2 7 - ( 假 若 前 一 題 的 答 案 為 「 有 」 ， § 青 顯 示 木 同 
包装形式白勺圖片 .），其他形式的包裝包括 S I 5些？ 
( 可 有 多 項 答 案 ） 
I a . P V C 装 C • 沒 有 包 装 
b • 玻 璃 瓶 d • 其 他 （ 請 指 出 ） 




{ 因 人 ^ 3 4 -
最 彳 菱 ， 請 回 答 幾 m 問 題 作 m 計 之 用 。 
2 9 • 請 向 我 請 出 那 一 項 g 旨 代 表 你 所 取 得 的 最 高 教 育 
I 程度。 
a • 沒 有 受 正 式 教 育 
b • 小 學 未 畢 業 
C • 小 學 畢 業 
d • 中 學 未 畢 業 
e • 中 學 畢 業 
f • 專 科 學 校 未 畢 業 
g • 專 科 畢 業 
h . 大 學 未 畢 業 
i • 大 學 畢 業 
38. 你 從 事 那 一 項 職 業 ？ 
3 1 . 彳尔家庭的文入有多少 ？ 
a* 每月少方突 H K $ 2 0 . 8 8 0 . 
b . 每 月 H K $ 2 0 , 0 0 1 - 5 8 , 0 8 0 . 
c. 每月多於 HK$58, 808. 
� , • � , • �*• � , • � � � , • "sA-f //c ’ 、 , ， 〜 、 ， ， 





Questionnaire - English Version 
QUESTIONNAIRE 
I am an MBA student of The Chinese University of Hong Kong 
now studying at London Business School. I am doing a research 
project concerning food promotion in foreign countries. This just 
needs a few minutes to complete. 
Interview Record 
Date of Interview: 
Time of Interview: Begin End 
Place of Interview: 
Questionnaire Number: 
Signature of Interviewer: 
I 
86 
1. Would you please read to me the letter that best describes 
your age? 
a. under 18 c. 35 - 54 
b. 18 一 34 d. above 54 
Note: If the quota in that age group is full or the answer is la 
or Ic, the interview should be stopped here (by saying "That age 
quota has been filled, but thank you very much for your help"); 
otherwise the interview should be continued. 
2. First of all, do you ever do the following things? 
a. Smoke cigarettes Yes No 
b. Drink soft drinks Yes No 
c. Buy canned (tinned) foods Yes No 
If the answer for 2c is Yes, please skip to question 6) 
3. (If the previous answer is negative) Why is it you don‘t buy 
canned foods? Here is a list of reasons some other people have 
given. Please read out to me the letter that best describes your 
main reason for not buying. 
a. Tastes bad e. Bad quality 
b. Not fresh f. Not available 
c. Low nutritional value g. Others (Please specify) 
d. Too expensive 
87 
4. Suppose that defect didn't exist, how likely do you think you 
would be to buy canned (tinned) foods? 
a. Very definite to buy 
b. Fairly definite to buy 
c. Fairly definite not to buy 
d. Very definite not to buy 
e. Not yet sure of buying 
5. Why do you say that? 
(Finish) 
6. From what countries do these canned foods come ——that is, in 
what countries are they canned? 
a. United Kingdom f. China 
b. Other Europe g. Hong Kong 
c. USA h. Other Asian Countries 
d. Canada i. Africa 
e. Australia j. Others (Please specify) 
I 
88 
1• What kinds of canned foods do you buy? 
a. Meat e. Seafood 
b. Fish f. Soup 
c. Vegetable g. Others (Please specify) 
d. Fruit 
8. Here are some photos of Chinese canned (tinned) foods. Have 
you ever bought any of these or other Chinese canned (tinned) 
foods before? I am talking only about Chinese canned (tinned) 
foods canned in China, Hong Kong, Taiwan or Singapore. 
a. Yes (Please skip to question 12) 
b. No 
9. (If the previous answer is negative) Why is it you don't buy 
Chinese canned (tinned) foods? Here is a list some other people 
have said, please read out to me the letter that best describes 
your main reason for not buying? 
a. Tastes bad e. Bad quality 
b. Not fresh f. Not available 
c. Low nutritional value g. Other (Please specify) 
d. Too expensive 
89 
10. Suppose that defect didn't exist, how likely do you think you 
would be to buy Chinese canned (tinned) foods? 
a. Very definite to buy 
b. Fairly definite to buy 
c. Fairly definite not to buy 
d. Very definite not to buy 
e. Not yet sure of buying 
11. Why do you say that? 
(Jump to Question 29) 
12. What kinds of Chinese canned (tinned) food do you buy? 
a. Meat e. Seafood 
b. Fish f. Soup 





13. People buy Chinese canned (tinned) foods for many reasons. 
Here are some of the reasons people give. Which of these reasons 
best describes your reason for buying? 
a. Convenience d. Get authentic taste of Chinese foods 
b. Taste good e. Others (Please Specify) 
c. Cheaper than other products 
Consumption Pattern 
14. How many cans (tins) of Chinese canned food do you usually 
buy at a time? 
a. 1 d. 4 
b. 2 e. 5 or above 
c. 3 
15. When did you buy Chinese canned (tinned) foods last? 
a. in the last week d. 4 - 8 weeks ago 
b. 1 - 2 weeks ago e. more than 8 weeks ago 
c. 2 - 4 weeks ago 
16. how often do you buy Chinese canned (tinned) foods? 
a. at least once a week c. once a month 
b. 2 to 3 times a month d. less than once a month 
I 
91 
17. How many cans (tins) of Chinese canned (tinned) foods do you 
buy in a typical year? 
a. less than 5 e. 20 - 30 
b. 5 - 10 f. 30 - 40 
c. 11 - 20 g. above 40 
18. Who is the actual purchaser? 
a. Housewife d. Children 
b. Husband e. Servant 
c. Both husband and wife f. Others 
19. Who is the brand decision maker? 
a. Housewife d. Children 
b. Husband e. Servant 
c. Both husband and wife f. Others 
20. Are you yourself involved in making the decision about what 
brand of Chinese canned (tinned) food to buy? 
a. Yes 
b. No (Please jump to question 22) 
21. If the answer to the previous question is positive, what 




22. Where do you usually buy Chinese canned (tinned) foods? 
a. Grocery store c. Department store 
b. Supermarket d. Others (Please specify) 
23. Would you please tell me how many members are there in your 
family? 
24. Would you please tell me the sex and age of each person? 
a. Male f. Female 
b. Male g. Female 
c. Male h. Female 
d. Male i. Female 
e. Male j. Female 
25. Among these members, who likes Chinese canned (tinned) foods 
most? 
26. Now thinking about Chinese packaged foods in general, and not 
only canned (tinned) Chinese food. Do you ever buy Chinese food 
in any other forms of packaging, other than cans (tins)？ 
a • Yes 




27. In what other forms do you buy it? 
a. PVC bags d. Unpacked 
b. Glass bottles e. Others (Please Specify) 
c. Frozen 
28. What are the advantages of packaging foods in this form as 
opposed to cans (tins)？ 
Personal Information 
29. Please read to me the letter that describes your highest 
level of formal education. 
a. no formal education 
b. primary school but not graduated 
c. primary school graduated 
d. high school but not graduated 
e. high school graduated 
f. technical college but not graduated 
g. technical college graduated 
h. university but not graduated 




30. Would you please tell me what your occupation is? 
31. What is your family income? 
For Hong Kong 
a. less than HK$15,000 per month 
b. HK$15,000 - 50,000 per month 
c. more than HK$50,000 per month 
For England � 
a. less than 15,000 pounds per year 
b. 15,000 - 30,000 pounds per year 
c. more than 3 0,000 pounds per year 

























































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Consumers Non-consumers Total % out 
of total 
Chinese in HK 
No Formal Education 7 100.00% 0 0.00% 7 100.00% 11.67% 
Primary School but 5 83.33% 1 16.67% 6 100.00% 10.00% 
not graduated 
Primary School 6 100.00% 0 0.00% 6 100.00% 10.00% 
graduated 
High School but not 4 80.00% 1 20.00% 5 100.00% 8.33% 
graduated 
High School graduated 12 100.00% 0 0.00% 12 100.00% 20.00% 
Technical College but A 100.00% 0 0.00% 4 100.00% 6.67% 
not graduated 
Technical College 2 66.67% 1 33.33% 3 100.00% 5.00% 
graduated 
University but not 7 100.00% 0 0.00% 7 100.00% 11.67% 
graduated 
University graduated 8 80.00% 2 20.00% 10 100.00% 16.67% 
Total 55 91.67% 5 8.33% 60 100.00% 100.00% 
Chinese in London 
No Formal Education 3 75.00% 1 25.00% A 100.00% 6.67% 
Primary School but 7 87.50% 1 12.50% , 8 100.00% 13.33% 
not graduated 
Primary School 7 77.78% 2 22.22% 9 100.00% 15.00% 
graduated 
High School but not 2 25.00% 6 75.00% 8 100.00% 13.33% 
graduated 
High School graduated 3 27.27% 8 72.73% 11 100.00% 18.33% 
Technical College but 1 50.00% 1 50.00% 2 100.00% 3.33% 
not graduated 
Technical College 1 20.00% 4 80.00% 5 100.00% 8.33% 
graduated 
University but not 4 80.00% 1 20.00% 5 100.00% 8.33% 
graduated 
University graduated 2 25.00% 6 75.00% 8 100.00% 13.33% 
Total 30 50.00% 30 50,00% 60 100.00% 100.00% 
Non-Chinese in London 
No Formal Education 0 0.00% 0 0.00% 0 0.00% 0.00% 
Primary School but 0 0.00% 0 0.00% 0 0.00% 0.00% 
not graduated 
Primary School 0 0.00% 0 0.00% 0 0.00% 0.00% 
graduated 
High School but not 1 20.00% A 80.00% 5 100.00% 8.33% 
graduated 
High School graduated 1 12.50% 7 87.50% 8 100.00% 13.33% 
Technical College but 2 25.00% 6 75.00% 8 100.00% 13.33% 
not graduated 
Technical College 3 30.00% 7 70.00% 10 100.00% 16.67% 
graduated 
University but not 2 28.57% 5 71.43% 7 100.00% 11.67% 
graduated 
University graduated 8 36.36% 14 63.64% 22 100.00% 36.67% 
Total 17 28.33% A3 71.67% 60 100.00% 100.00% 
Table 25 - Relationship between Education Level and Consumption of Chinese Canned Foods 
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Appendix 9 
Results from the Questionnaire 
The whole set of tables are attached in Appendix 8 at 
the end of the report. For details, please refer to the 
appendix. 
Percentage of People who Consume Canned Food 
(Appendix 8 - Table 1) 
Chinese in Hong Kong 
A very high percentage (92%) of Chinese interviewees 
in Hong Kong consume canned foods. This can be explained 
by the rapid life style of Hong Kong people. Moreover, as 
a high percentage of female are in the working force, they 
do not have sufficient time to handle home affairs. Canned 




While all respondents living in the low class 
residential area consume canned foods, a lower percentage 
of interviewees living in the high class residential areas 
are canned food consumers (85%)• Since the high income 
group are normally well-educated and have more money to 
spend, they will more concern about freshness and nutrition 
of their diet. As canned foods are perceived as with low 
nutritional value, some wealthy people do not consume 
canned food. On the contrary, low income group are not so 
concerned about these matters. 
Chinese in London 
73% of Chinese interviewees in London consume canned 
foods. In fact, in all three residential areas, over 70% 
of consumers consume canned foods regularly. 
Non-Chinese in London 
82% of non-Chinese in London consume canned foods. A 
slightly higher percentage (90%) of interviewees in low 
class residential areas consume canned foods than high 
class residential areas (75%). 
. ‘ ‘ 
I 
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Reasons for Not Consuming Canned Food 
(Appendix 8 - Table 2) 
Chinese in Hong Kong 
Low nutritional value is the major reason why Hong 
Kong people do not consume canned food. The percentage is 
60%. Others expressed that canned food is not fresh and 
the quality is bad. 
Chinese in London 
The reasons for not consuming canned foods are similar 
to those in Hong Kong. 44% of the Chinese respondents in 
London said that low nutritional value is the major reason 
why they do not consume canned foods. 
Non-Chinese in London 
63.64% of the foreign non-consumers in London said 
that low nutritional value is the major reason why they do 




Response after Improving 
the Perceived Defects in Canned Food 
(Appendix 8 - Table 3) 
A positive response was seen in all three types of 
interviewees. Nearly half of the non-consumers said that 
they would very definitely to buy canned foods if that 
defect were improved. Others said that they would fairly 
definitely buy. Only 1 said that they would fairly 
definitely not buy canned foods and 5 said that they were 
not sure of buying although the defect has been improved. 
Origin of Canned Food 
(Appendix 8 - Table 4) 
Chinese in Hong Kong 
Canned foods from Mainland China, Hong Kong and Taiwan 
are the most popular among the Chinese in Hong Kong. 
Although the percentage is rather low, the canned foods 
imported from other countries in the world are also 
consumed by the Chinese in Hong Kong (except Africa). This 
may due to the fact that there are very few canned foods 
imported from Africa in Hong Kong. 
» 
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Non-Chinese in London 
All the Chinese respondents in London buy canned foods 
produced in the United Kingdom. Canned foods imported from 
Mainland China, Hong Kong, other Europe and USA are the 
other four countries that have a higher percentage of 
consumption among the Chinese consumers. Once again, 
canned foods from Africa are not consumed by these Chinese 
interviewees. 
Non-Chinese in London 
Like Chinese in London, all non-Chinese consumers in 
London buy canned foods manufactured in the United Kingdom. 
Canned foods imported from other European countries and USA 
also enjoy a rather high percentage of consumption. 
However, canned food from Mainland China, Hong Kong and 





Kinds of Canned Foods Consumed by Customers 
(Appendix 8 - Table 5) 
Chinese in Hong Kong 
Canned Meat and Soup are the most common among the 
Chinese in Hong Kong as both 93% of the Chinese respondents 
in Hong Kong said that they consume meat and soup. Canned 
Fish are consumed by 75% of the interviewees while 36% of 
them consumed Canned Fruits. However, only 22% said that 
they consume Canned Seafood and 18% of these respondents 
claimed that they consume Canned Vegetables. Other kinds 
of canned foods are not coinition as only 5% of them said that 
they consume other kinds of canned foods. 
Chinese in London 
Canned Fish (82%) is the most common among the Chinese 
interviewees in London, followed by Canned Meat (80%) and 
Canned Soup (80%) • 52% of the respondents expressed that 
they consume Canned Fruit and 48% consume Canned 
Vegetables. Only 25% consume Canned Seafood and 7% claimed 
that they consume other kinds of canned foods. 
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Non-Chinese in London 
Canned Meat (84%) is the most common among the non-
Chinese interviewees in London, followed by Canned Fish 
(82%) and Canned Soup (82%) • 71% of them consume Canned 
Vegetables. This percentage is much higher than both 
Chinese in Hong Kong and London. 89% claimed that they 
consume Canned Fruit while 14% of the respondents expressed 
that they consume Canned Seafood. Only 4% consume other 
kinds of canned foods. 
Percentage of People who Eat Chinese Canned Food 
(Appendix 8 - Table 6) 
Chinese in Hong Kong 
In Hong Kong 92% of the respondents claimed that they 
consume Chinese canned foods and only 8% of them said that 
they do not consume Chinese canned foods. In fact, all the 
respondents in the low class residential area consume 
Chinese canned foods and a rather higher percentage of 
respondents (15%) in the high class residential area do not 




Non-Chinese in London 
In London, 50% of the Chinese respondents are Chinese 
canned foods consumers while the remaining half expressed 
that they do not consume Chinese canned foods. 
Non-Chinese in London 
Only 28% of the non-Chinese respondents said that they 
consume Chinese canned foods while 72% of them expressed 
that they do not eat Chinese canned foods. 
Reasons for not Consuming Chinese Canned Food 
(Appendix 8 - Table 7) 
Chinese in Hong Kong 
Low nutritional value (40%) is the major reason why 
the respondents in Hong Kong do not consume Chinese canned 
foods, The remaining non-consumers complained that the 
taste of Chinese canned foods is bad (20%), quality is bad 
(20%) and Chinese canned foods are not fresh (20%) 
I 
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Non-Chinese in London 
More than half (53%) of the Chinese respondents in 
London said that low nutritional value is the major reason 
why they do not consume Chinese canned foods. 20% of them 
said that they do not consume Chinese canned foods because 
they cannot find Chinese canned foods in the shelves of 
their usual place of shopping. 13% of these interviewees 
expressed that Chinese canned foods are not fresh while 3% 
said that the taste of Chinese canned foods is bad. 
Non-Chinese in London 
Low nutritional value (28%) is once again the major 
reason why non-Chinese respondents in London do not consume 
Chinese canned foods. 24% of these interviewees said that 
they cannot find Chinese canned foods in the supermarkets 
they usually go to and 20% stated that bad quality is the 
reason why they do not consume Chinese canned foods. 16% 
of them complained that the taste of Chinese canned foods 
is bad while 14% expressed that they do not consume Chinese 
canned foods because it is not fresh. Only 2% said that 
Chinese canned foods is expensive and 1 respondent claim 




Response of Consumers after Improving 
the Perceived Defects in Chinese Canned Food 
(Appendix 8 一 Table 8) 
Chinese in Hong Kong 
A positive response was seen. 80% claimed they would 
definitely buy Chinese canned foods if the perceived 
defects were improved. The remaining 20% said that they 
would definitely buy if the perceived defects were 
improved. 
Chinese in London 
40% of the Chinese respondents in London said that 
they would definitely buy Chinese canned foods if the 
perceived defects were improved. 20% of them claimed that 
they would fairly definitely buy if the perceived defects 
were improved. However, 10% of these interviewees stated 
that they would fairly definitely not buy and 30% expressed 





Non-Chinese in London 
More than half of the interviewees expressed that they 
would fairly definitely buy Chinese canned foods if the 
perceived defects were improved. An additional 37% of 
these respondents claimed that they would very definitely 
buy Chinese canned foods if the defects were improved. 
However, 7% of them said they would fairly definitely not 
buy and an additional 2% said that they would very 
definitely not buy although the perceived defects of 
Chinese canned foods were improved. The remaining 14% 
stated that they were not yet sure of buying. 
Kinds of Chinese Canned Foods Consumed by Customers 
(Appendix 8 一 Table 9) 
Chinese in Hong Kong 
Canned Meat (87%) is the most common among the Chinese 
interviewees in Hong Kong, followed by Canned Soup (71%) 
and Canned Fish (64%)• Canned Vegetables are only consumed 
by 22% of these respondents while only 13% of these 
consumers said that they consume Canned Fruit. Canned 
Seafood are the least common and only consumed by 7% of 
these consumers. 15% of them said that they consume other 
kinds of Chinese canned foods which include different kind 
J 
of Chinese snacks. 
•, 
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Non-Chinese in London 
Among the Chinese interviewees in London, Canned Meat 
is the most common and consumed by 47% of these Chinese 
consumers, followed by Canned Fruit (40%), Canned Soup 
(23%) and Canned Fish (20%) • 17% of the respondents said 
that they consume Canned Vegetables and also 17% stated 
that they consume Canned Seafood. Another 17% claimed that 
they consume other kinds of Chinese canned foods. 
Non-Chinese in London 
Canned Soup (76%) is the most common among these non-
Chinese consumers in London, followed by Canned Fruit 
(71%), Canned Fish (65%) and Canned Seafood (53%). 47% of 
them claimed that they consume Canned Meat while 18% 
expressed that they consume Canned Vegetables. Only 1 





Main Reason for Buying Chinese Canned Foods 
(Appendix 8 一 Table 10) 
Chinese in Hong Kong 
Convenience (87%) is the main reason why these Chinese 
respondents consume Chinese canned foods. The remaining 
13% said that they consume Chinese canned foods because 
they are cheaper than other products. 
Chinese in London 
Convenience (43%) is once again the main reason why 
these Chinese interviewees in London consume Chinese canned 
foods. Get authentic taste (30%) is the other reason while 
20% said that they consume Chinese canned foods because 
they are cheaper than other products. The remaining 7% 
expressed that Chinese canned foods taste good. 
Non-Chinese in London 
Unlike the other two groups of interviewees, the main 
reason for non-Chinese in London to consume Chinese canned 
foods is to get authentic taste of Chinese foods (71%). 
The remaining 29% expressed that they consume Chinese 
canned foods because it tastes good. 
134 
Number of Cans of Chinese Canned Foods Bought Each Time 
(Appendix 8 - Table 11) 
Chinese in Hong Kong 
o 
The data shows that Chinese in Hong Kong tend to buy 
Chinese canned foods in an abundant amount each time. 
These people treat it as a stand-by dish. Whenever they do 
not have enough dishes, they will use Chinese canned foods 
as a supplement. 47% claimed that they buy 5 cans or above 
each time. 22% buy 4 cans and also 22% buy 3 cans. The 
remaining 9% buy 2 cans. 
Chinese in London 
40% of the Chinese consumers buy 3 cans each time. 
20% claim that they buy 4 cans each time. 17% buy 2 cans 
and also 17% buys 5 or above. The remaining 7%, however, 




Non-Chinese in London 
Unlike Chinese in Hong Kong, the data shows that Non-
Chinese in London only buy Chinese canned foods in a small 
quantity each time. More than 60% of the respondents buy 
o 
1 (35%) or 2 cans (29%) each time. The remaining 
percentage is spread evenly in 3, 4 and 5 cans or above. 
Last Time Bought Chinese Canned Foods 
(Appendix 8 - Table 12) 
Chinese in Hong Kong 
Chinese in Hong Kong tend to buy Chinese canned foods 
frequently. 27% said they had bought Chinese canned foods 
last week. 40% of them claimed that they had bought 1 to 
2 weeks ago. 24% of the respondents had bought 2 to 4 
weeks ago. Only 4% of these interviewees bought 4 to 8 
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Chinese in London 
37% of these consumers said that they had bought 
Chinese canned foods 2 to 4 weeks ago. 33% bought 4 to 8 
weeks ago while 20% of these respondents more than 8 weeks 
J ago. The remaining 7% and 3% said that they had bought 1 
to 2 weeks ago and last week respectively. 
Non-Chinese in London 
47% said that they had bought Chinese canned foods 4 
to 8 weeks ago. 24% bought 2 to 4 weeks ago while 18% more 
than 8 weeks ago. The remaining 12% claimed that they had 
bought 1 to 2 weeks ago. 
Frequency of Buying Chinese Canned Foods 
(Appendix 8 - Table 13) 
Chinese in Hong Kong 
The duration between each purchase is very short among 
Chinese in Hong Kong. In fact, they have formed a habit of 
buying Chinese canned foods regularly. Most of these 
females buy Chinese canned food whenever they go to 
supermarkets. 15% of these Chinese respondents claimed 
that they buy Chinese canned foods at least once a week. 
27% of them stated that they buy 2 to 3 times a month while 
40% said they buy once a month. Only 18.18% said they buy 




Non-Chinese in London 
50% of these Chinese respondents in London said that 
they buy Chinese canned foods once a month while 43% said 
… t h e y buy less than once a month. 3% of these persons said 
that they buy at least once a week. The same percentage of 
persons stated that they buy 2 to 3 times a month. As a 
conclusion, the duration is much longer compared with 
Chinese in Hong Kong. 
* 
Non-Chinese in London 
There is a trend that non-Chinese buy Chinese canned 
foods infrequently and irregularly. 65% of non-Chinese 
expressed that they buy less than once a month. 29% said 
they only buy once a month while the remaining 6% claimed 
that they buy 2 to 3 times a month. In fact, most of the 





Number of Cans of Chinese Canned Foods Consumed in a 
Typical Year 
(Appendix 8 - Table 14) 
1 
Chinese in Hong Kong 
44% of Chinese in Hong Kong buy more than 40 cans of 
Chinese canned foods in a typical year. 18% said that they 
buy 30 to 40 cans in a typical year. 20 to 30 cans are 
bought by 22% in a typical year. Another 15% of the 
respondents only buy 11 to 20 cans while the remaining 2% 
only buy 5 to 10 cans in a typical year. 
Chinese in London 
43% of the Chinese respondents in London buy 2 0 to 30 
cans in a typical year. 27% buy 11 to 20 cans while 20% 
buy 30 to 40 cans in a typical year. Only 7% of the 
interviewees buy more than 40 cans and the remaining 3% buy 
only 5 to 10 cans in a typical year. 
139 
Non-Chinese in London 
35% of these non-Chinese respondents in London buy 11 
to 20 cans of Chinese canned foods in a typical year. 29% 
of them said that they buy 2 0 to 30 cans. 18% claimed that 
'飞 they buy 5 to 10 cans and 12% of these interviewees stated 
that they buy 30 to 40 cans. However, the remaining 6% 
only buy less than 5 cans in a typical year. 
The Actual Purchaser of Chinese Canned Foods 
(Appendix 8 一 Table 15) 
Chinese in Hong Kong 
42% of the respondents said that housewife is the 
actual purchaser while 29% of them claimed that servant is 
the actual purchaser. These housewives buy Chinese canned 
foods as a usual practice showing that it does not involve 
a serious decision making process to determine which brand 
of Chinese canned foods to buy. The remaining interviewees 
said that both husband and wife (13%) , husband (5%) and 
others (2%) are actual purchasers. 
I 
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Non-Chinese in London 
57% of the Chinese interviewees in London said that 
housewife is the actual purchaser. 17% of them claimed that 
others are the actual purchasers which include their 
employees and relatives. 13% said that both husband and 
wife are the actual purchasers while 7% expressed that 
husband is the actual purchaser. Only 3% of these 
respondents said that children are the actual purchasers 
and the remaining 3% stated that servant is the actual 
purchaser. 
Non-Chinese in London 
41% of the non-Chinese interviewees in London said 
that both husband and wife are the actual purchasers. A 
high percentage of joint decisions shows that foreigners 
will discuss before making a decision on which brand to 
buy. 29% of them expressed that housewife is the actual 
purchaser whereas 18% of them stated that children are the 
actual purchasers. The remaining 12% said that husband is 





The Brand Decision Maker of Chinese Canned Foods 
(Appendix 8 - Table 16) 
Chinese in Hong Kong 
45% of the respondents said that housewife is the 
brand decision maker. This shows that housewife can choose 
which brand and what kinds of Chinese canned foods to buy 
without consulting the other members in the family. 24% 
expressed that children determine which brand to buy as 
most of the time children are the ones who like Chinese 
canned foods the most within a family. 15% of the 
consumers said the brand is chosen by both husband and wife 
while 11% said that husband is the brand decision maker. 
The remaining 5% of these interviewees claimed that servant 
is the person who determines which brand to buy. 
Chinese in London 
43% of these Chinese interviewees in London said that 
housewife is the brand decision maker. 23% of them said 
that husband is the brand decision maker while another 
23.33% said children determine which brand to buy. Only 
6.67% of these respondents said that husband is the brand 
decision maker while the remaining 3% expressed that 




Non-Chinese in London 
41% of the non-Chinese respondents said that housewife 
is the brand decision maker while 35% said that both 
husband and wife determine which brand to buy. A higher 
percentage for joint decisions showing that housewife has 
to consult her husband before making decisions. 18% of them 
said that children are the brand decision makers while the 
remaining 6% said that husband determines which brand to 
buy. 
Factors Influencing What Brand to Buy 
(Appendix 8 一 Table 17) 
Chinese in Hong Kong 
45% of these Chinese consumers in Hong Kong said that 
taste of the Chinese canned foods influences their 
decisions on what brand to buy. This may due to the fact 
that consumers are already very familiar with each kind of 
Chinese canned foods and they normally have a strong brand 
loyalty. 22% of these interviewees said that advertising 
is the determining factor whereas another 21.82% expressed 
that price influences their decisions. 20% claimed that 
neighbours and friends influence their choices. 9% of them 
said that availability is the major factor. Only 2% said 
that packaging is the dominant factor and the remaining 2% 
stated that advice of shopkeepers and salespersons 






Chinese in London 
40% of these Chinese consumers in London expressed 
that taste influences their decisions on what brand to buy. 
23% of the respondents said that availability is the major 
factor affects their choices. 13% of them claimed that the 
advice of shopkeepers and salespersons influence their 
decisions. 10% stated that neighbours and friends is the 
dominant factor. Only 7% said that packaging influences 
their decisions while another 7% said that price is the 
determining factor. 
Non-Chinese in London 
41% of the respondents said that shopkeepers and 
salespersons influences their decisions on what brand to 
buy. 18% of these consumers claimed that neighbours and 
friends affects their choices while another 18% said that 
packaging is the determining factor. 12% of these non-
Chinese interviewees expressed that availability affects 
their decisions. Another 12% said that taste is the 
dominant factor. The remaining 6% said that advertising is 
the factor that influences their decisions on what brand to 
buy. As a conclusion, the recommendations and advice of 
others strongly affect the decisions of non-Chinese 
consumers on what brand to buy. This reveals that these 




Place to Buy Chinese Canned Foods 
(Appendix 8 - Table 18) 
Chinese in Hong Kong 
Supermarket (75%) is the common place that Chinese in 
Hong Kong buy Chinese canned foods. This is understandable 
as Welcome Supermarkets and Park‘n Shops are so dominant in 
Hong Kong. 15% of them said that they buy Chinese canned 
foods in grocery stores. The remaining 11% said that they 
buy Chinese canned foods in department stores. 
Chinese in London 
Like Chinese in Hong Kong, supermarket (83%) is the 
usual place that Chinese in London buy Chinese canned 
foods. 13.33% of these consumers said that they buy 
Chinese canned foods in grocery stores while the remaining 
3% said that they buy in department stores. In fact, 
besides those Chinese supermarkets and groceries, it is 
very difficult to find Chinese canned foods outside the 
centre of London. 
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Non-Chinese in London 
82% of the respondents said that they buy Chinese 
canned foods in supermarkets. The remaining 17.65% said 
that department store is their usual place to buy Chinese 
canned foods. 
Family Size of the Respondents 
(Appendix 8 - Table 19) 
Chinese in Hong Kong 
The data shows that the family size of Chinese in Hong 
Kong usually ranges from 2 to 7 persons. Family sizes more 
than 7 or less than 2 members rarely exist. For details of 
the distribution, please refer to Table 19 of Appendix 8. 
Chinese in London 
Like Chinese in Hong Kong, the data shows that family 
size of Chinese in London usually ranges from 2 to 7 
persons. However, there is a higher percentage of single 





Non-Chinese in London 
Families with 4 and 5 persons are the dominant family 
sizes. However, there are also families with 1 (6%), 2 
(6%), 3 (12%), 6 (12%) or 7 persons (12%). 
Who likes Chinese Canned Foods Most 
(Appendix 8 - Table 20) 
Chinese in Hong Kong 
The data shows that both the young and the old 
generation like Chinese canned foods. 25% of the 
respondents said that in their family males under 18 years 
old like Chinese canned foods the most. 16% of them stated 
that females under 18 years old like Chinese canned foods 
the most. 15% of the Chinese interviewees in Hong Kong 
said that males above 54 like Chinese canned foods the most 
while 13% of these consumers claimed that females above 54 
like it the most. However, a very low percentage of these 
consumers said that males and females between 18 to 54 like 
Chinese canned foods the most. 
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Chinese in London 
Like Chinese in Hong Kong, the data shows that both 
the young and old generation like Chinese canned foods. 
30% of these consumers said that it is the males under 18 
like Chinese canned foods the most in their families. 23% 
of them expressed that males above 54 are the ones. that 
like Chinese canned foods. Another 23% said that females 
above 54 like Chinese canned foods the most. Also like the 
Chinese in Hong Kong, there is a very low percentage of the 
consumers said that males and females between 18 to 54 like 
Chinese canned foods the most. 
Non-Chinese in London 
Unlike the other two groups of customers, the data 
shows that among the non-Chinese in London, it is the males 
and females between 18 to 54 like Chinese canned foods the 
most. 41% of these consumers claimed that males between 18 
to 34 like Chinese canned foods the most. 24% of them said 
that females between 18 to 34 likes Chinese canned foods 
the most in their family. 12% claimed that males 35 to 54 
are the ones that like Chinese canned foods the most 
whereas 24% of these respondents said that it is the 
females between 35 to 54 that like Chinese canned foods the 
most. However, not even one consumer said that the young 
and old generation are the ones that like the Chinese 
canned foods the most in their families. 
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Percentage of Consumers who have bought 
Chinese Packaged Foods in Forms Other Than Cans 
(Appendix 8 - Table 21) 
Chinese in Hong Kong 
In Hong Kong, 95% of the respondents have bought 
Chinese foods in other forms. Only 5% of them have not 
bought Chinese foods in other forms. 
Chinese in London 
83% of these interviewees have bought Chinese foods in 
other forms while 17% have not bought Chinese foods in 
other forms. 
Non-Chinese in London 
Only 53% of the non-Chinese respondents have purchased 
Chinese foods in other forms while the remaining 47% have 
not consumed Chinese foods in other forms. 
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Other Forms of Packaging for Chinese Foods 
(Appendix 8 - Table 22) 
Chinese in Hong Kong 
71% of the Chinese in Hong Kong said that they have 
bought Chinese foods in glass bottles while 71% claimed 
that they have bought Chinese foods in PVC bags. Another 
71% claimed that they have bought Chinese foods in unpacked 
form. 55% of these persons stated that they have bought 
Chinese foods in frozen form while 9% of these interviewees 
expressed that they have bought Chinese foods in other 
forms. 
Chinese in London 
67% of the Chinese respondents in London said that 
they have bought Chinese foods in glass bottles. 43% of 
them said that they have bought Chinese foods in the form 
of PVC bags. 30% stated that they have bought in frozen 
forms whereas 10% expressed that they have bought in 
unpacked forms. Only 3% said that they have bought Chinese 
foods in other forms. 
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Non-Chinese in London 
35% of the non-Chinese respondents in London said that 
they have bought Chinese foods in glass bottles. 6% 
expressed that they have bought in PVC bags while also 6% 
said that they have bought Chinese foods in unpacked forms. 
Advantages of Other Kinds of Packages 
Advantages of PVC Bags 
The foreigners said that PVC bags are lighter and 
Chinese food with this package is easy to open. Lastly, 
PVC bags are not so bulky compared with Chinese foods in 
cans. 
Advantages of Glass Bottles 
There are several advantages mentioned by the 
interviewees. Firstly, they said that when the Chinese 
food is packaged in a glass bottle, they can see the 
content from outside. This can help them choose which 
brand to buy. Moreover, it is much easier to open it when 




Advantages of Frozen 
Frozen foods are cheaper than canned foods. Also, 
they can choose the cooking method while Chinese canned 
foods cannot. 
Advantages of Unpacked 
They can choose when the Chinese foods are unpacked. 
Moreover, they can buy in any quantity they like while they 
have to buy at least one can for Chinese canned foods. 
Educational Level of the Respondents 
(Appendix 8 - Table 23) 
Chinese in Hong Kong 
There is a rather even distribution of educational 
level among the Chinese in Hong Kong. This may due to the 
fact that the interviewees are chosen from different 
residential areas with different living standards. 
However, the distribution is skewed to the low educational 
level. That means a higher percentage of the interviewees 
have low educational level. For details, please refer to 
Table 23 of Appendix 8. 
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Non-Chinese in London 
Like Chinese in Hong Kong, the educational level of 
the interviewees are evenly distributed. The reason is the 
same as the one applied to the Chinese in Hong Kong. 
Non-Chinese in London 
Unlike the other two groups, the educational level of 
non-Chinese in London is higher. The least educated ones 
are those who have attended high school but not graduated. 
In fact, 37% of the interviewees are university graduates. 
Relationship between Occupation and 
Consumption of Chinese Canned Foods 
(Appendix 8 - Table 24) 
Chinese in Hong Kong 
Only some of the professionals (25%) and businessmen 
(29%) are non-consumers of Chinese canned foods. The 
interviewees with other kinds of occupations all are 
consumers of Chinese canned foods. 
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Chinese in London 
Unlike Chinese in Hong Kong, in each kind of 
occupational group, there are some non-consumers of Chinese 
canned foods. However, the percentages of non-consumers 
among professionals (78%) and businessmen (73%) are still 
higher than the others. 
Non-Chinese in London 
Unlike the other two groups, the percentages of 
consumers among professionals (43%) and businessmen (56%) 
are the highest among all. 
Relationship between Educational Level 
and Consumption of Chinese Canned Foods 
(Appendix 8 - Table 25) 
Chinese in Hong Kong 
In Hong Kong, almost all the interviewees with 
different types of educational levels are consumers of 
Chinese canned foods. However, there is still a tendency 
that people with higher educational levels do not consume 
Chinese canned foods. For details, please refer to Table 




Chinese in London 
Like consumers in Hong Kong, there is an inverse 
relationship between educational level and the percentage 
of consumers. 
Non-Chinese in London 
Unlike the other two groups, there is a positive 
relationship between educational level and the percentage 
of consumers. 
Relationship between Family Income 
and Consumption of Chinese Canned Foods 
(Appendix 8 - Table 26) 
Chinese in Hong Kong 
9 
Almost all the interviewees with different family 
incomes are consumers of Chinese canned foods. However, 
families with higher monthly incomes have a higher 
percentage of non-consumers. 
Chinese in London 
Families with higher incomes have a higher percentage 
of non-consumers while families with lower incomes have a 




Non-Chinese in London 
Unlike the other two groups, families with higher 
incomes have a higher percentage of consumers while 
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